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MEMORANDUM TO THE EXECUTIVES OF AMERICA 
in companies where Mimeograph hours are long 
and use of Mimeograph supplies is big.. 





A. B. Dick Company will 
soon have in the hands 
of its distributors a full 
new line of Mimeograph 
duplicating equipment in 
the key of tomorrow— 


for business today. 


The newest members 
of this complete stream- 
lined family are the new 
Mimeograph 91 and new 


Mimeograph 92. 


They are built for “big 
oflice” duty — they meet 


almost “any oflice’” price. 


Full information and = specifice- 


Upper, the new Mimeograph ¥!. 

Lower, the new Mimeograph 292. 

Both in the middle-price class. 
. U 


MIMEOGRAPH is the Trade Mark of A. B. Dick Company, Chicago Registered in the . 5. Patent Office tions in this magazine next monti:. 
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REPORTORIAL: 


THE MONTH OF SEPTEMBER will go down in 
history as one of the busiest for Direct 
Mail people—and for your reporter. Don’t 
know what the postal volume will be, but 
if production was low .. . planning activi- 
ties were at a high peak. Everyone seemed 
to be interested in finding out how the war 
situation would affect future advertising 
campaigns. At a recent meeting of the 
Hundred Million Club it seemed to be the 
consensus of opinion that the disrupted 
conditions abroad would have only a tem- 
porary effect on mail order campaigns. 
Some experts reported mailings as usual 
with average returns; while others reported 
test mailings show decreased returns .. . 
with a growing tendency to shoot for larger 
mailings during October and November. 


September has been a busy month for 
all associations connected with Direct Mail 
and the Graphic Arts. All of them were 
hurriedly completing their plans for the 
September or October Conventions. The 
Direct Mail Advertising Association opened 
iis convention on September 27. Approxi- 
mately 500 men and women from all over 
the United States and Canada attended the 
opening luncheon to hear Willard M. Kip- 
linger, president of The Kiplinger Wash- 
ington Agency, Washington, D. C. It was 
a meeting packed full of dynamite, with 
Mr. Kiplinger’s formal speech limited to 
about two minutes, and the rest of the time 
devoted to answering brass tacks questions 
from the floor. 


\t the annual business meeting of the 
Direct Mail Advertising Association, the 
members of the Association ratified and 
completed the reorganization which started 
a year ago. President Rohe Walter made 
a most complete report to the members of 
all steps taken to change the organization 
from one focussed primarily on the pro- 
motion of Direct Mail, to a service organi- 
zation supplying facts and information to 
the users of Direct Mail. All amendments 
to the Constitution and By-Laws necessary 
for this change were unanimously passed. 
\ll hatchets were sincerely buried and the 
whole atmosphere of the Convention was 
permeated with a fine feeling of progress. 
Rohe Walter was unanimously reelected 
President, with Richard Messner continu- 
ing as Vice President. Two new members 
appearing on the Board are Frank Egner 
of McGraw-Hill Book Company, New York 
City, who served the Association so faith- 
fully and well as program chairman this 
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year, and George E. Loder of National 
Process Company, Inc., New York City. 
The other directors either reelected or still 
filling unexpired terms are: Arthur W. 
Theiss, The Ohio National Life Ins. Co., 
Cincinnati, Ohio; Ralph A. Snow, Daven- 
port Hosiery Mills, Inc., Chattanooga, 
Tenn.; John W. Ladd, United States Build- 
ing & Loan League, Chicago, Illinois; K. 
E. Kellenberger, Union Switch & Signal 
Company, Swissvale, Pennsylvania; J. B. 
Howard, Curtis 1000, Inc., Hartford, Conn.; 
Bacon Brodie, Canadian Vice President, 
Rous and Mann, Ltd., Toronto, Canada; 
E. J. Murphy, representing West Coast 
Membership, with Dictaphone Corp., Los 
Angeles, California. 


Elsewhere in this issue you will find the 
Fifty Direct Mail Leaders for 1939; also 
the announcement of the silver cup awards. 
The winners were announced at the annual 
banquet Thursday, September 28. In order 
to forestall any future questions, your re- 


porter wants to go on record as being 100% 
satisfied with the decision of the judges 

. in awarding The Reporter cup to the 
Philadelphia Record. 


I think that it is a great step forward 
toward harmony in advertising when a 
great newspaper receives recognition for its 
excellent promotion by Direct Mail. The 
Philadelphia Record campaign is a_bril- 
liant piece of creation and production. It 
will be given a place of honor in the 
Direct Mail Center. We promise to report 
it in detail in our next issue. 


The second Course in Direct Mail is now 
in full swing. In response to many re- 
quests, arrangements are now being made 
to make available the manuscript of lec- 
tures and discussions, to those unable to be 
in New York for this school. You will all 
receive an announcement concerning this 
through the mail. 


H. H. 








GQ Salute Jo Frod dbo 
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A salute to the man who succeeded in 
planning, selling, installing and opening 
the largest display of printing equipment 
ever staged. The big Graphic Arts Show 
opened in the Grand Central Palace, New 
York on September 25. It runs until Oc- 
tober 7. Two whole floors (50,000 square 
feet) are filled with an amazing collection 
of all latest devices for producing the 
printed word. Said to be worth more than 
two million dollars. 


There are 203 separate exhibits, which 
require a personnel of 1500 persons to 
operate. Exhibitors have spent nearly a 





eS a ae 
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half million dollars for space, installation 
and operation. The first few days’ attend- 
ance justifies the estimate that more than 
100.000 people will visit the show. 


The Post Office honored the event by 
issuing special commemorative stamp, which 
had big first day sale. 


Twelve Graphic Arts Conventions (in- 
cluding Direct Mail Advertising Associa- 
tion) meet in New York during the show. 


For Fred Hoch and for his capable pub- 
licity assistant Phil Stitt there should be 
gold palms galore. 
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DIRECT MAIL FOR LATIN AMERICA 


AND A FEW WORDS ABOUT BANANAS 


As our cover indicates, your reporter went to work during Septembe1 
to get some information about Latin America . . . in order to answer many 
questions arriving at the Direct Mail Center. “Will trade expand in South 
America? Where can we get mailing lists? Who can help us on transla- 
tions and mailing problems? Where can we get information about markets?” 


It is not easy to obtain information applicable to Direct Mail for Latin 
America . . . so we hope that the results of this hasty research will be helpful 
to those of you who anticipate doing business below our Southern borders. 
In future issues we will give you more details. 


For the present here are some things you should know if you are serious 
about doing business in South America. 


(1) Pan American Airways supplied us with photos for cover. If you 
want air travel literature, and a fine geographical descriptive map, get them 
from any Pan American office—or write headquarters in Chrysler Building, 
New York. Your reporter leains that inquiries about, and travel to, South 
America has picked up since war started abroad. 


Here are several good paragraphs from introduction to Pan American 
16 page, 814” x 11” colorful booklet, “Around South America”— 


“Today, the eyes of the world are upon South America. War-frightened Europe has 
thrown barriers across the old worn travel trails. Thousands of Americans are beginning 
to realize, for the first time, a few of the unique travel advantages on this sister 
American continent, a land far greater in size than our own United States—one-sixth 
the total land surface of the globe—and the ten great republics that lie beyond the 
tropic Caribbean Sea. 


And little wonder! South America’s rich store of travel wonders is new and unworn, 
fresh and exciting—outrivals the Old World’s appeal. For here is a friendly continent 
of peaceful peoples, musical languages, romantic customs, thrilling history, striking 
beauty . .. where are found the world’s greatest river, its highest continuous mountain 
range, its deepest jungle whose eastern coast is serried with the world’s most 
beautiful harbors and the great metropolises of Rio de Janeiro, Montevideo, Buenos 
\ires—-cities as large as Chicago and Philadelphia and Detroit—whose charm dates 
vack to generations before the pilgrims ever set foot upon our North. American continent.” 


If you want to fly to South America to do your own investigating, it will 
‘ost you for a round trip from Miami, Florida to Buenos Aires, $1225.80— 





EVERY SHOT A BULL’S EYE 


NO MAILING piece pays greater long term 
dividends than a personal letter from the 
salesman to a prospect on whom he has 
worked but who has, in the end, bought 
somewhere else, telling said prospect what 
a pleasure it was to negotiate with him, 
wishing him all success with the product 
he has bought and expressing the hope 
that, when he returns to the market, the 
writer may have the privilege of dealing 
with him again. 


Such a letter shows a spirit of good will 
and good sportsmanship that no prospect 
will forget. If it really is well worded he 
will show it to his friends and tell the 
world what a decent guy the man who 
wrote it is. And if, as well may happen, 
the product that he buys is disappointing 
of the service behind it second-rate he prob- 
ably will look that salesman up voluntar- 
ily when he enters the market again. 


This isn’t theory. We’ve seen with our 
own eyes what letters of that sort can do. 


Reporter’s Note: Above good advice taken 
from Number 22 of Bankers Bulletin, issued 
September 15 by Bankers Commercial Cor- 
poration, 520 North Michigan Avenue, Chi-. 
cago. Editor, H. Bertram Lewis, who writes 
so many financial house magazines and bul- 
letins that we have all but lost count of 
them . .. but never lose interest in them. 


+ 
MARVELOUS 


YOUR “DEAR, DEAR MR. DEAR!” in the July 
issue of The Reporter is marvelous. | won- 
der what the Messrs. Dear think of the 
direct mail selling job done by Times, Life 
and Fortune magazines. 


R. A. Childers, General Manager of Sales, 
Southern States Iron Roofing Co. 
Savannah, Georgia 











JUST A LINE 


BECAUSE IT CONTAINS a good, adaptable idea, 
we reproduce letter mailed by Ludlow Mail 
Advertising Service, 33-37 Franklin Street, 
Buffalo, New York. A 5%” long red string 
was attached to end of fishing rod. Letter 
processed on pale green stock. Second color 
on letterhead dark green. 





JUST A LINE TO REMIND 
MR. HENRY HOKE 
THEY’RE READY TO STRIKE 





They're ready to “strike* el] right . if your *bait® ie tempting .... 
persuasive fresh, and you hit the right ep ots 


thing gets to “where they ere® so effectively -- with such positive 
But let your direct ea!ll be ¢ifferent Let it sparkle ith originality 
ith distinct! 


Pep wp your copy ty using cartoons end other illustrations -- add « 
Second lor or pe flawless ; malizgetiors «- unique personalizaticns 


ith eodern let 
Ways to adc Gis*inctivenese to your direct gail pieces 
Be can show you how to gain the a¢vantage of these ideas as #11 
bandie the ertire jot of producing and galling your letters 

ur Frowlsing prospects .... they’re just 
for @ line froe 7 #11 us et Geshington 2665 today. 
Septesber 7, 1939 Sincerely yours, 






_fudi Mell Sori 
OW advertising ervice 


a7 Frankie Se . «»» WAahington 2963 ....... bene 





R. D. Ludlow, in sending this piece to us, 


says: 


“Here’s our check for twelve more ‘dishes’ 
of The Reporter. It covers Direct Mail so 
completely from ‘soup-to-nuts,’ we can’t 
afford to miss even one ‘serving.’ Keep us 
on the same diet. 


Our mailing piece is not patented. «As 
a matter of fact it is lifted. That is, the 
man in the boat and the string idea came 
from one of Acme Advertising Company’s 
mailings of Omaha, Nebraska. We are 
members of an advertising exchange group 


of the M.A.S.A.” 


INSTITUTIONAL PROMOTION 


YOUR REPORTER has had a great deal to say 
about the growth of direct mail as a tool 
for public relations. 


Latest superlative example: “Behind the 
Scenes in a Great American Brewery” issued 
by Christian Feigenspan Brewing Company, 
Newark, New Jersey. Produced by Rogers- 
Kellogg-Stillson, Incorporated, 461 Eighth 
Avenue, New York City. 10” x 13”—36 
pages. Book cover. Impossible to describe. 
It contains a most complete and convincing 
story of the company, its methods, its 
product. It will be displayed in The Direct 
Mail Center. 
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to Rio de Janeiro, $1116.00—to Santiago, Chile, $878.40—to Sao Paulo, 
Brazil, $819.00. 


(2) If you are interested in boat travel or shipping, write to Mr. E. S. 
Whitman of United Fruit Lines, Pier 3, North River, New York, who very 
kindly supplied your reporter with travel folders and what’s more . . . two 
unusual booklets about bananas. One on history, growth, handling, etc., of 
bananas; the other on ways to eat bananas. Get those two booklets. Bananas 
might prove to be the key to a great international situation. More about 


that later. 


(3) If you want to know more about South America—its people, its 
character, its customs, there are several avenues of information: 


(a) There are books in the Library 


(b) There are magazines such as American Exporter, 386 Fourth 
Avenue, New York, and several McGraw-Hill Publications in automo- 
tive, engineering and pharmaceutical fields. 


(c) There is information galore in the United States Department of 
Commerce—with branches of the Department of Domestic and Foreign 
Commerce in every important city. Have you ever visited any of them? 
You'll be more proud of your citizenship in the U. S. A. 


(4) If you want to get statistics: 


(a) Go to Department of Commerce. They will tell you for in- 
stance that imports of the United States in 1938 were: 


From From 
Central America South America 
(in million dollars) (in million dollars) 


er re ee 31.4 132.2 
Ee ee 58.8 79.7 
Manufactured Food.............ccseee0- 90.4 13.7 
Semi-manufactured Products............ 27.1 35.1 
Finished Manufactured Products........ 8.3 2.3 


(b) The Pan American Union, Washington, D. C., will give you 
booklets on every country . . . booklets on trade in all Latin America 
and how our trade compares with that of countries in Europe. 


The Pan American Union will give you population, square miles, 
principle exports, import and export dollar values of all countries. Did 
you know that Latin America has 120,000,000 people in 7,268,000 square 


miles? (U.S. A. has only 3,738,000 square miles. ) 


The Pan American Union can tell you in its mimeographed bul- 
letins, facts and figures such as: 


The total trade of the United States with the 20 Latin American Republics for 
the calendar year ended December, 1938, amounted to $948,515,000, which was 
$302,299,000, or 24.2 percent, less than the total ($1,250,814,000) in 1937. Total United 
States imports from the Latin American Republics reached a value of $453,645,000 in 
1938, as compared with $672,611,000 in 1937, a loss of $218,966,000, or 32.6 percent. 
United States sales to the Latin American Nations totaled $494,870,000 in 1938, the 
figure for 1937 being $578,203,000, a decline, as compared with the previous year, of 
$83,333,000, or 14.4 percent. 


(c) Or you can write to Jack Welle of International Corporation, 
330 West 42nd Street, New York (McGraw-Hill subsidiary) and he will 
send you folders and booklets concerning trade in Latin America. They 
are selling trade paper space (which is good too). Their advertising 
circulars are worth reading. A current one says in part: 
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LATIN AMERICA WANTS YOUR PRODUCTS! 
Industry, construction and road building in Latin America are active; large quantities 
of material and equipment are constantly needed. 


Latin America must look to the United States as its sole dependable source of supply. 
Previous suppliers in Europe are now at war. 


Look at these typical gains in our exports the first 6 months of this year: 


I re 2215% 
Mining and Oil Well machinery is up..................-... 14% 
Industrial Machinery and Equipment is up................-- 14% 
Electrical Machinery and Apparatus is up..............-.6+- 3.3% 
ee I Ot Ooi pai iy dean ekdeasacdnsineesens 10% 


Latin Americans will not buy your product unless they know it, and further, the 
better they know it the better is your chance of securing substantial orders from them. 


(5) If you want to know more about any individual countries: 
(a) Visit World’s Fair and study exhibits 
(b) Get books at Library 


(c) See Department of Commerce. Very few business men real- 
ize the tonnage of material available at our own Department of Com- 
merce. Get folder entitled “List of Available Publications” (plus supple- 
ments). Youll find reports on nearly every commodity and every 
country. 


(6) If you want to know about air mail or regular mail rates to South 
America—go to your Post Office. Get all the latest bulletins and regulations 
concerning foreign countries belonging to Postal Union. 


You should know air mail rates and schedules if you are going to deal 
with South America. Plan to use thin paper letterheads . . . for rates are 
based on 14 oz. Rates for instance on this 14 oz. unit are: Argentina, 40c— 
Bolivia, 35c—Brazil, 40c—Chile, 40c—Colombia, 35c—Ecuador, 30c—Para- 


guay, 40c—Peru, 30c—Uruguay, 40c—Venezuela, 25c. 


You will learn from these postal bulletins, for example, that: 

A “reply coupon” may be purchased (price, 9 cents) at post offices, which, upon 
presentation at a post office in any of the countries of the Universal Postal Union, will 
entitle the person presenting the coupon to receive (without charge) a postage stamp 
or postage stamps of that country of sufficient value to prepay an ordinary letter of the 
first unit of weight from the country of origin of the letter addressed for delivery in 
this country. By this arrangement a person in the United States can furnish his corre- 
spondent abroad with a postage stamp with which to prepay postage on a reply to his 
letter. The period of exchange is not restricted. 


(7) Now... we will come to the question of LISTS ... which should 
be spelled in caps because it is a big problem. Your reporter has discovered 
a number of sources. 


(a) Most manufacturers consulted agreed that best general all- 
round list of Latin American manufacturers, merchants, importers, ship- 
pers, etc., is included in Kelly's Directory, published in London, Eng- 
land, by firm of that name. Contains over 5000 closely printed pages of 
approximately million and a half names (company names only). Firm 
has been in business since 1799. First directory issued in 1877 and they 
have never missed an annual May edition since then .. . war or no war. 
It sells for $25.00. Can be seen in most libraries. American represen- 
tative and most courteous order-taker is Herbert Edenborough. Kelly 
Publishing Company, 35 Ridgeview Avenue, West Orange. N. J. Indi- 
cating trend of times. Mr. Edenborough is deluged with orders . . . so 








WANTS IDEA KITS 


YOUR MAGAZINE has been very helpful to 
this new agency. In fact, we have on more 
than one occasion replied to advertisements 
carried in it, mentioning you (because we 
know you'd rather we told somebody else). 


Can you give us the names and addresses 
of concerns, besides Appleton, who make 
up “Idea Kits’? We are anxious to keep 
up with innovations in Direct Mail, so 
would like to be on more mailing lists 
ourselves, 


What is this Direct Mail Center you give 
as your address, and what services does it 
offer? If there is any other periodical or 
service dealing with information and ideas 
on Direct Mail, we want to hear about it. 


Morris W. Timbes 

Direct Advertising Agency 
32 North Royal Street 
Mobile, Alabama 


P.S. Being an old (should I say “whupped 
down”?) newspaperman it’s not my nature 
to write “letters to the editor’, but your 
editorial “Dear, Dear, Mr. Dear,” got me to 
thinking about you. That was a rip-snorter 
and I appreciated every word of it. 


ate 
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Reporter's Note: By publishing your let- 
ter, Mr. Timbes, we will probably swamp 
you with “idea kits.” Some of the paper 
mills get out good ones: others not so good. 
We suggest. modestly, that they should be 
advertised in The Reporter. 


The Direct Mail Center is just our head- 
quarters. A big panelled comfortable meet- 
ing place for our subscribers who want to 
visit us—and who desire to study pieces. 
campaigns, etc... .or just loaf. We've had 
about 6,000 visitors since we opened on 
March 6th of this year. We have nothing 
else to sell you—except our Course in Direct 
Mail. But that’s held right here in The 
Center. Some day soon we may have it in 
written form. 


KEEP THEM ALIVE 


OUR DIRECT MAIL PUBLICITY is mostly edu- 
cational in its nature and it is difficult to 
appraise results. Your excellent magazine 
has encouraged us to keep our direct mail 
campaigns alive and active and has given 


us many ideas which we have put te work. 


Vax Mever. President 
Nebraska Credit Company 
Lincoln, Nebraska 


— 











OVER-HEAD ACHES 


YOUR REPORTER likes and illustrates letter 
sent by Burgess-Beckwith, Inc. of Minne- 
apolis. 








>a oo | , . 
2s + 
4 a vu 


anam | j 7) BURGESS -BECKWITH, INC. © 426 South Sixth Street © Minneapolis 
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It humorously describes Overhead-Ache— 
and in case you cannot read illustration— 
here is the relief. 


If you have been troubled with Overhead- 
Ache, throw away the above chart and take 
a dose of direct-mail. It is the quickest, 
most positive relief known to man or beast. 
Those who’ve taken but small amounts al- 
ready report favorable results. Steady users 
report constant improvements—such as freer 
circulation of dollars into the cash register 
and removal of red spots from ledgers. , 


Direct-mail does its work by going di- 
rectly to the most choice section of your 
market—and selling the people most likely 
to buy—with powerful, personal impact. 


We are specialists in the scientific treat- 
ment of Overhead-Ache. Call us now at 
ATlantic 4457. 


Note: The balloon title, shaded sections 
on head and personal fill-in are in red. 


POP-UP 


AMERICAN TRADE ASSOCIATION EXECUTIVES— 
for their 20th Annual Convention—meeting 
at Westchester Country Club, Rye, New 
York—used a four page french fold pro- 
gram announcement, printed in one color 
(not black—maroon) had a nice pop-up of 
sky line of New York. No patent notice on 
folder so we salute another courageous soul 
who has told a direct mail “patentee” to go 
jump in the lake. 


3 








he tells your reporter in his visit to Direct Mail Center. He also cautions 
that in South America many importers or wholesalers are likewise re- 
tailers in their own locality. Kelly’s Directory will give you information 
such as these few examples: 








LITHOGRAPHIC MATERIALS Mers. 


Argentine Republic—Buenos Aires 


Bianchi, Ernesto Cerrito, 747 
Colombatti & Co. Ltd. P. Colon, 1180 
Ducrey & Co. Hornos, 1223 
Garino J. Larrea, 971 
Jorman, Max Cangallo, 1268 


MACHINERY IMPORTERS 
Chile—Santiago de Chile 


International Machinery Co. Casilla 107D 
Kraemer, Enrique Bandera 75 
Hageman, Walter E. H. Monjitos 739 
Harseim von Conta B. New York 17 
Howard y Honour San Antonio 421 


PAPER IMPORTERS. 


Peru—Lambayeque 


Cohen J. G. & Co. 
National Paper & Type Co. 
Lascano & Lopez 


Brazil—Sao Paulo 





Rudge, Oscar Lg. S. Francisco 9 
Rothchild & Co. 15 de Novembro, 25 
Queiroz, Juarez de Nilo, 223 


OFFICE SUPPLIES Mers. 
Argentine Republic—Victoria 





Martinez & Bujias Violeto Miguel 
Wuscobi Pablo y Cia 


STATIONERY IMPORTERS 


V enezuela—Bocono 


Estenes & Cia 
Oretega R. V. & Cia 
Schlageter Pius Terife C 


TYPEWRITER IMPORTERS 
Argentine Republic—Campana 


Arbizu A. & Co. Victoria, 649 
Bruzzone L. Mexico 766 
Castillo P. L. Chile 547 
Fossati Cia, C. Pellegrini, 62 
Miller, Daniels Dekay, 4289 
Moreira y, Bustos Vaimonte, 1557 
Olivetti, Florida 677 
Mussi H. J. & Cia Florida 333 
Remington Typewriter Co. Florida, 735 
Tortonesi (Casa) Reconquista 334 
Salta 

Underwood San Lorenzo 1250 


Brazil—Santos 


Casa, Oinelli Gen. Camara 34 
Roger, John Buenos Aires 50 
Casa, Mercedes Ltd. Quitanda 65 


Olympia Machines de Escrever Ltd. Th Ottoni 86 





Uruguay—S. Jose de Mayo 
Dunn, Arturo & Cia 

Casa, Coates S.A. 

Rius & Cia 


25 de Mayo, 464 
Sarandi 465 
Soriano 1026 


(b) Next best source of lists: your own (or some friends) distribu- 
tors or agents in South America. These lists should be checked carefully 
with Dun & Bradstreet (Latin American Edition) or 


(c) Obtain from telephone company or your distributors, the tele- 
phone books of the principle cities. Books down there are more com- 
plete than in U. S. A. Sao Paulo, for example, has a telephone book 
with five indexed sections: (1) by name, (2) by street address, (3) by 
telephone, (4) by post office box, (5) by profession or business. These 
telephone books are invaluable in keeping lists up to date. But you will 
need interpreters. 


(d) Go to Department of Commerce (Division of Foreign and Do- 
mestic Commerce). What a service! If you will sign a statement that 
you are an American firm (over 50%); that information given you 
will not be resold or published but will be used solely for purpose of 
promoting sale of American goods ... you may get a list of nearly any 
classification of business at rate of 10 cents per list per country. Recent 
available bulletin lists 87 different list classifications in all Latin Ameri- 
can Countries. These lists, too, must be checked. 


(e) Contact non-competing firm in U. S. who has already built 
lists—and who may be willing to rent use of list to you. 


One good source at present is Jack Welle of Business Publishers 
International Corporation, 330 West 42nd Street, New York. They now 
have plates for 16,000 pharmaceutical firms; 30,000 engineers and 14,000 
in automotive field in South America. Lists are available for rental 
(single mailings made from owner’s headquarters). 


(f) Next, and best source of lists (and hardest to get) :—establish 
contacts in South America with responsible direct mail service organi- 
zations. When it became evident during September that information on 
South American lists were in demand, your reporter wrote air mail letters 
to our subscribers below the Southern border. Didn’t expect answers 
before end of September, but here is first one. Others will follow: 


We can only speak for Ecuador, but the problem is similar in many other of 
the smaller South American countries. 


There is not yet an established concern to handle direct mail activities in 
Ecuador, and neither is there anyone who can supply direct mail lists. However, 
our Own company acts as exclusive distributor for the Addressograph-Multigraph 
Corporation, A. B. Dick Company and Ditto, Inc., so that if anybody in Ecuador 
is in a position to know the possibilities of direct mail we certainly are. 


We do considerable direct mail work ourselves, principally to school teachers 
and small business men throughout the country, but so far we have not attempted 
to offer our services to any other concerns. However, we are going to have 
more complete equipment very shortly and your letter has made us consider the 
possibility of establishing such a service. 


Regarding the lists obtainable, we should know if you are looking for ultimate 
consumers or simply for prospective importers. In the latter case, the complete 
list of members of the Chambers of Commerce of Quito and Guayaquil would cover 
the matter quite nicely. Complete lists of the Chambers of Agriculture and Cham. 
bers of Industries of the country could probably also be obtained. On the other 
hand, if you require consumer lists, that would be considerably more difficult. It is 
possible to obtain a list of the owners of automobiles in the principal cities of 





GOOD IDEA 


ON THE LETTERHEAD of the National Broad- 
casting Company, San Francisco . .. the 
following message was printed: 





CALLING ALL SECRETARIES: 


3 gt ~~ "4 a ¢ 
C- + —w ~~ . a ———— 
A nm ee. ig 
« #@ # #1 "a . _ + 


JESSTE BASIN 
Secretary to WP Ryan 
Sales Manager 


#if your Gregg is rvety, turn over. 











Attached was a sheet with Ad reprinted 
. . . BUT there were handwritten correc- 
tions making the copy stronger. 


Good idea. Strikes your reporter as a 
good way of getting attention. 


® 
PUZZLE CORNER 


1. Three boys agreed to club together 
and pay $10 each for a second-hand car 
which was priced at $30 and started off 
with the car; but the salesman found there 
was a special bargain on that day and the 
price should have been $25, so he gave the 
attendant $5 to give to the boys. The at- 
tendant. however, pocketed $2 and gave the 
boys only $3. They were quite happy, hav- 
ing paid only $9 each and went on their 
way. The $9 each they paid amounted to 
$27 and the attendent got $2, which was 
only $29, while the amount originally was 
$30. Where did the other $1 go? 


2. Read the following only once: A 
woman had six children: Henry, Helen, 
Harvey, Harriet, Horace and Hugh. Harvey 


died. How many sons remained? 


3. What is the greatest number of hours 
a clock can be wrong? 


Answers are in this issue. (Page 13). 


Above puzzles taken from Indemnity, 
four page, 842".x 11” house magazine of 
The Canadian Indemnity Company, Winni- 
peg. Canada. Puzzles are popular. 














THIS CLICKS 


SEVERAL MONTHS AGO your reporter played 
havoc with the work of Alumni Secretaries 
of Colleges and Universities. Our efforts 
did not go in vain. Now we are being 
flooded with samples showing revised meth- 


ods. 


A MESSAGE FROM THE UNIVERSITY OF NEBRASKA 





1S THIS WORTH 
am $2.00 A YEAR TO YOU? 


READ 
1 


MINUTE 
To 


WRITE A 
CHECK 


} 
YEAR 
oF 
ENJOYMENT 


WE ASK YOU—IS IT? 


A salute to E. F. Du Teau at Nebraska. 
We reproduce his latest piece. Those mar- 
ginal notes are clever. The heading is good. 
The product is expertly itemized. Your re- 
porter hopes it works . .. or he won't 
be able to attend another Alumni Council 
Convention. 


PRODUCER ADVERTISING 


YOUR REPORTER seldom comments on pro- 
ducer advertising (designed to promote di- 
rect mail). This type of direct mail ought 
to be good. The only trouble is that good 
examples are rare. So... congratulations 
to Farkas Bros. Inc., 720 North Michigan 
Avenue, Chicago, Illinois, for their recent 
10%” x 13%” 16 page booklet four or more 
colors. Printed on heavy grained stock. 
Titled “Vision.” We liked it so well that we 
asked for enough copies to be distributed to 
members of our Direct Mail School. We 
liked particularly the checking chart for 
direct mail . . . listing forty things which 
may be wrong with a piece or campaign. 
Put this closing advice in a frame above 
your desk. 


“The success or failure of a printed sell- 
ing piece is predetermined long before the 
artist paints or the writer writes. It must 
be based first on selling strategy, then 
planned and executed in accordance with 
tested advertising principles.” 
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Ecuador, which is mostly Guayaquil and Quito; it might be possible to obtain 
one or two other lists, but, in general, this would all be more complicated. 

We believe that there are very few concerns in the United States who would 
be dealing only with consumers in Ecuador, and that most of them would have 
representatives or import distributors who could furnish them with the lists which 
they require for working. 


In other words, this letter is only to say that there is very little done along 
this line in Ecuador but that something can be done if we know just what it is 
that you require. We are not quoting you any prices because everything is tentative 
and the question of whether or not we can do anything in this line depends a 
great deal on what the demand is for this kind of a service. 

Incidentally, our partner. Mr. R. Alan Reed, has been spending some time 
with the Addressograph people in Cleveland and he will be in New York again 
some time in November, when he will no doubt have the pleasure of visiting you. 
We have always been rooters for direct mail and have always found your magazine 
interesting. 

J. M. REED, Manager 
Reed & Reed 

Casilla 784 

Guayaquil, Ecuador. 


Mr. Reed’s letter brings up a point which all direct mail people 
should remember. South American distributors of office equipment. 
such as typewriters, addressing or processing machines have their fingers 
on the business pulse. If in need of help on lists go to your local office 
of the processing or addressing equipment you use. 


They want to see their equipment used. They want you to be pres- 
perous. So... let them dig up contacts for you. 


One evening during his hurried investigation, your reporter stag- 
gered back to his office to find an unexpected and most welcome visitor— 
Egon Arnold, Direcciones, Ltda., Mexico 124F. Buenos Aires, Argentina. 
Write that name down, and keep it. Mr. Arnold is in the Direct Mail 
Business. He writes, processes, mails direct mail. He even makes en- 
velopes. He has on addressing plates more than 350,000 names in 
Argentina . . . all classified by profession, worth, etc. 


He told us about a direct mail creator who is doing good work— 
Mr. C. R. Nagel, Direct Advertising, Inc., Uruguay 466. You might 
remember that. Mr. Arnold told us many things about South America. 
South Americans, too, are contemplating expanded trade with the U. 5. A. 
if present treaties are changed,—as they probably will be. 


One interesting point. The reduced tariff rate (unsealed matter) is 
le Argentina money, which is worth about 1/5 of a U.S. A. penny. This 
will mail 20 grams (12 grams to ounce). Up to 50 grams Ic (Argentina 
money) extra. In some cases it may pay to have material prepared and 
mailed in South America . . . so keep the names of Mr. Arnold, Reed & 
Reed (and the others we will develop), for future contacts. 


(¢) Another source of names may be the mailing list companies. 
Most of them were caught napping on this resurgence of interest in South 
America. But several got to work immediately—and should be able to 
establish good contacts. 


(h) Have we given you enough information about lists? 


One word more. The before-mentioned and admired Department of 
Commerce has business, character and trading records on more than 
one-half million concerns in the world ... many of which are in South 


America. 








If you have signed the Department’s form (pledging secrecy—per- 
sonal use, etc.) you may obtain a record of any concern you may want 
to do business with for 25c per report. It is not a complete credit 
report—but gives you all necessary trade information and sources of 











credit information. 


Remember that. 


Obtain copy of booklet entitled 


“Foreign Selling Outlets, Their Selection and Character”. 


Incidentally ... 


if any of you people who read The Reporter want to 


get a thrill out of just being an American,—visit any branch of Department 


of Foreign and Domestic Commerce. 


Let them put you through the ropes. 


If after getting “the ropes” you are not proud of your government, please 
pack your grips and move to Ger-mania. 


(8) There is one more point of information which should be covered. 


(a) If you want to do business with people in South America .. . 
you should learn how those people like to do business. Learn the details 


of mail and personal contacts. 


For financial dealings, consult your 


bank, if that bank has a good foreign department. National City Bank 
has many South American Branches—and experts on relations. 


(b) If you want to start a direct mail department to deal with South 
America—you better get some Spanish and Portuguese help in your 
office. If you can, visit (as did your reporter) some successful com- 
pany which operates a good Latin American direct mail department. 
We cannot reveal the name of the company we visited . . . but. the system 


and operation was perfect. 


Everything was just right, including direc- 


tories, addressing equipment and rules for correspondence. 


Remember for one thing, that people in South America are a little 
more formal than we are. They like to be addressed correctly by name 


and title. 


One peculiar mailing rule picked up (not sure if correct)—if you 
I 5 Pp ; 
are not sure whether prospect speaks English or Spanish—send the 


English booklet. 


It may interest you to see the check list which one manufacturer 
gives to all correspondents and mailing department employees in the 


South American Department. Here it is: 


KEY TO VARIOUS SPANISH TERMS 


APPEARING ON STENCILS FOR S. A. 


Spanish Abbreviation 
AV. 
DME. 


CONTRALM. or 
CONTRAMNTE, 


other variations) 
CLA. or CA, 


CONTRAM EST. 
ry other variations) 


FUND. 


‘ iR AL. 
UORTE, 


MAILING LIST 


Spanish Equivalent 
Avenida 
Bartolemeé 


Contralmirante 


Compania 


Contramestre 
Don 


FIERRO or HIERRO 


Fundicion 
Fundidora (commonly used 
with Cia) 


General 


Gerente 


English Meaning 
Avenue 
Bartholomew 


Rear Admiral 


Company 


Foreman 


Title for Mr. or Esq. used 
before Christian names only. 
lron—these terms can be used 
interchangeably. However, 
Fierro should appear on sten- 
cil only when indicated. 


Foundry 


also, Foundry 


General 


Manager 


ae 
age. 
« & 
oy ee a ie 





GOOD CUT-OUT 

ANNOUNCING ORGANIZATION of new printing 
concern of Prouse & Edblom, Incorporated. 
Picture of partners and story about them 
inside. Although copy refers to a telephone 
number Bridgeport 3300—the folder ne- 
glects to state city. Oh my! 





Incidentally (and with a deep sh-h-h-h-h) 
after all these haranguers about name and 
address on every piece ... the D.M.A.A. 
Convention Committee sent out its final shot 
on the Kiplinger Luncheon—and in the 
rush not only forgot the address but name 
of Association as well. Only salvation was 
a return addressed envelope. But were all 
of our faces red, purple, green? 

- 


MAILING LIST IS VALUABLE 


ONE OF OUR SUPER-SLEUTH REPORTERS told 
us a swell story about a mailing list—but 
for many reasons, we cannot reveal the 
name. This super-sleuth recently made a 
business call on the president of a large 
manufacturing organization. The office was 
beautifully and luxuriously panelled, car- 
peted and equipped. The visitor was very 
much surprised to see over in a corner of 
this magnificent setting, an addressing ma- 
chine and a locked cabinet containing ad- 
dressing plates. Our reporter asked the 
president why this addressing equipment 
should be in his own personal office. The 
reply was “Why not? That mailing list is 
the life of my business. There is only one 
key to that cabinet and every time changes 
are made, or lists are run, the girl comes 
into this office and gets the key from me. | 
want to see that nothing happens to it.” 

There are probably very few mistakes on 
that list. 

+ 


MOST USEFUL IDEA IN 
DIRECT MAIL? 

ALEX HYDE, Pickwick Hotel, San Francisco, 
California tells your reporter: The most 
useful thing to me in writing letters is to 
apply the yardstick of rules while putting 
myself in the other man’s shoes. Asking 
myself, “Does the opener get attention and 
create desire? Or, is the proposition clearly 
stated in first paragraph.” Your printed 
“Yardstick Rules” in the July Reporter 
help me get away from myself. 
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GETTING A LOT ON 
THE ENVELOPE 


WAKE’s in Melbourne, Australia, is a mail 
































































order house. Reporter receives much mate- 
rial from them. Here is a copy which ap- 
pears on left side of envelope of recent 


catalogue. 


A hundred million people can’t be wrong 
about mail order. 


They buy anything from tooth pzste to 
tractors from illustrated catalogs 
throughout the world. 


BUY 
*% Better goods at lower prices. 
% In comfort—at home. 
*% Freight free. 
% From actual photography. 


% With Satisfaction or your money back 


in full. 


I think that I shall never see a poem lovely 
as a tree. 


It’s appalling that so many lovely trees 
are cut down daily to supply the world 
with paper. 


If you can’t use this catalog (into the 
production of which has gone a miniature 
forest) there will be a friend who will bless 
you for your thoughtfulness in sending it 
on to her. Thank you. 

Wake’s 

Name, address, postal notices, at bottom. 
That’s saying a mouthful. 


WHAT BUSINESS NEEDS 


MORE TURNER-UPPERS of Mouth Corners. So 
says Arkay Printing Company, 806 Publi- 
cation Building, Pittsburgh, Pennsylvanna. 
They recently issued novel 3” x 4” folder 
resembling match folder. Title “A Book of 
Snatches To Light Up A Dull Day.” Under 
brown band resembling the striking surface 
this line “open cover before slighting.” 


Inside—a rainbow effect of shortened, col- 
ored sheets—each bearing current humor- 
ous stories such as: 


Oscar came to the city and got a job as 
janitor in a girls’ boarding school, and 
was entrusted with a pass key to every room 
in the building. 


The following week the Dean ran across 
him and asked, “Why didn’t you come 
around Friday for your pay, Oscar?” 


“Vot,” exclaimed Oscar, “do I get vages 


too?” 
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Spanish Abbreviation 


HOS. or HNOS. 
MIN. DE HAC 
(not very conimon) 


NTRA. SRA. 


PROV. 


SR. DON or DN, 

(Space permitting, always in- 
sert don before Christian 
name of an individual in 
S.A.) O.K. to use 
initials or first name but not 
before last name alone. 


SUC, 


».C. 
LUDA, 


Portuguese Term 


FILHO 
ILLMO. SNR. 


MINISTERIO 
FAZENDA 


LIST OF PROVINCES APPEARING 


ARGENTINA 


Suenos Aires 


Catamarca 
Cordoba 
Corrientes 
Entre Rios 
La Rioja 
Misiones 
Santa Fe 
San Luis 
San Juan 





before 


Spanish Equivalent 
HIJO 


Hermanos 
Ministerio de Hacienda 


Nuestra Senora 


Provincia 


Presidente 
Sociedad 
listed 
name, 


Anonima (always 
after a Company's 
never before). 
Sociedad en Comandita (al- 
ways before a Company's 
name, never atter). 

Senores 


Senor Don 


(Use don also Sr. Ing. don, 
sr. Cap. don, Sr. Prof. don 
CC. } 


Sucesor 
and 
Sucursal 


Sociedad Colectiva 
Sociedad de 
Limitada 


Responsabilidad 





English Meaning 


Son .... This term com- 
monly used after an individ- 


y 


ual’s name to indicate JUN- 


IOR, as for example, PEDRO 


JUAREZ, HIJO — Peter 
Juarez, Jr. However, when 
used in the following way 


the term should be translated 
as son: Juan Diez e Hijo. 


Brothers 
Treasury Department 


Our Lady Many street 
names in South America are 
characterized by this term. 
There are many variations, 
as for example: Ntra. Sra. 
de los Angeles Ntra. Str. de 
los Rios, ete. 

Province (Each country in 
South America is_ divided 
into provinces). 

President 

Incorporated 


Limited Partnership 


Messrs. (never used with don 
and always’ precedes’ the 
names of two or more indi- 
viduals). This term can also 


precede a Company’s name, 
but is not necessary. 
Mister. This is the proper 


form of address for all indi- 
viduals in the Spanish speak- 
ing countries of S. A. (i.e., 
all with the exception of 
Brazil.) THIS TYPE OF 
ADDRESS IS NECESSARY 
AS A FORM OF COMMON 
COURTESY. 

Successor. This term does 
not necessarily have to be 
used, altho’ when indicated, 
it is better to do so (Always 
precedes name of Co. of ind.). 


This should be indicated on 
stencil at all times. 
Partnership 


Limited Liable Co. 


English Equivalent 
Son or Junior 
(See explanation under 


Hijo) 


Esteemed 


alone wil 
unless 
Treasury 


Santiago del Estero 


Salta 
lucuman 
also, 


BRAZIL 
Amazonas 
Bahia 
Ceara 


Espirito Santo 


Goyaz 


Minas Geraes 
Matto Grosso 


Maranhao 
Para 
Parana 
Parahyba 


Pernambuco 


Piabhy 


Rio Grande 


Sao Paulo 


Mendoza 


Santa Catharina 


Sir. 
1 do 


otherwise 


Usually Snr. 
in most cases, 
specified. 


Department 


MOST FREQUENTLY ON STENCILS. 


CUBA 


Camaguey 


H 


avana 


Matanzas 


() 
P 


riente 
inar del Rio 


Santa Clara 
CHILE 


A 
A 
A 


ntofagasta 
rauco 
tacama 


Colchagua 
Concepcion 
Coquimbo 


L 
O 


inares 
"Higgins 


Santiago 


T 
Vv 
MEX 


alca 
alparaiso 


ICO 


Campeche 


Chihuahua 


D 
DD 
H 
N 
O 
P 


San Luis Potosi 


(Chith.) 
urango 
.F. * (Federal 
idalgo (Hgo.) 
uevo Leon (N.L.) 
axaca 

uebla 


District) 


(S.L.P.) 


Sonora 


V 
Z 
G 


Sinaloa 


era Cruz 
acatecas 
uerrero—(Gro.) 
(Sin.) 
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(9) Let’s go back to bananas (see page 6). There is a lot of talk and 
speculation about an extension of trade to South America. It seems that 
there should be also some talk about extension of trade from South America. 
We cannot sell a great amount of extra goods to South America unless we 
buy more from them. 


Refer to those figures under section (2). We buy only 2.3 million of 
manufactured goods from South America. It wouldn’t hurt our manufac- 
turers if we bought ten times that amount. But we buy 132 million dollars 
worth of crude food. Maybe we could multiply that by ten—and everyone 
would be happy . . . and healthier. Folks in the United States eat about 71 
billion bananas a year. ‘That’s figuring 16 bananas to “hand”, and nine 
hands to a bunch. We import 52,721,000 bunches a year, or about a million 
bunches a day .. . or a consumption of one banana per person per day. More 
bananas than are eaten by all of Great Britain and Continental Europe. 
Perhaps that is why we Pan Americans are so peaceful. 


Your reporter obtained the figures quoted from the previously-mentioned 
booklets issued by United Fruit Company. 


If we want more trade with South America, we will have to study mail- 
ing lists . . . and eat more bananas. After reading the United Fruit recipe 
book about Banana Scallops, Banana Meat Loaf, Sausages Baked in Bananas, 
Banana Rice Patties, Banana Fritters, Banana Bread, Muffins and Cake. 
Banana Cream Pie, etc. (all suitably illustrated), we are ready to start a 
crusade to boost by ten our trade with South America. 


Bring on the Banana Pie. 


STARTLING FIGURES ABOUT WASTE 


The Direct Mail Advertising Association (and your reporter) is op- 
posed to waste in Direct Mail . . . and that waste may include wrong lists, 
wrong appeal, wrong form or waste in printing. 


During the past three months, the D.M.A.A. has been conducting a sur- 
vey—hbased on analysis of actual current pieces received through the mail. 
The results of this survey are now being analyzed, explained and edited by 
an impartial committee composed of representatives of other advertising 
organizations. The first report will be distributed to members soon. But 
your reporter is privileged to release at this time a brief schedule of the per- 
centages of waste under five different classifications. Be it understood :— 
that there has been no effort to fix the blame for the waste. Consensus of 
opinion seems to be that advertisers may be more guilty than the printer .. . 
by demanding jobs which cannot be run without waste. Our responsibility 
is to show that waste exists—and we think that both advertisers and printers 
should get together and stop it. 


SUMMARY OF ANALYSIS OF 1,012 PRINTED JOBS FROM 510 ADVERTISERS. 
PRINTERS’ PRODUCTION RECORDS WERE SECURED ON 34] 
OR 33.7% OF THE JOBS 


Waste figured after liberal allowances were made for all trims and_ necessary 
manufacturing operations including bleeds, gripper margins, cross bars in chase, offset 
color-register marks, and die cuts. All die cut jobs were figured square before any 
waste was considered. 








COVER TURNED AROUND 


KNOWING that you are always interested 
in looking for novel things to be used in 
the pages of The Reporter, I am sending 
you a copy of the June issue of our house 
magazine, the Case Eagle, in which we 
have reversed the usual procedure of front 
cover, and have put the front cover scene 
on sidewise. 


We have received a great many compli- 
ments for this unusual cover, and we 
thought that it might be of interest to you. 


E. R. Durgin 

Editor of the Case Eagle 
J. I. Case Company 
Racine, Wisconsin 


Reporter’s Note: Yes, we like it. Tried 
it several times with The Reporter when a 
picture wouldn’t fit the other way. House 
Magazine Editors should attempt to vary 
their presentation. This is one good way. 





Cate Ea 


ines 
‘ : 





SKATER MOVES 


YOUR REPORTER hates to mention “patented 
pieces” but Leon J. Bamberger of R.K.O. 
just sent out a good folder to 10,000 exhibi- 
tors. Advertises “Everything’s On Ice”—a 
new picture with young skater Irene Dare. 
Open folder and a die-cut picture of Irene 
skates across the third page from left to 
right. It attracts and holds attention. 


SPEAKING OF CLOTH 
MAILINGS 


AMERICAN AIRLINES recently sent out tricky, 
effective post card—stressing their “Symbol 
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of Service.” Stitched to one edge of post 
card was the triangular cloth flag of A. A. 
which went flying thru mail without being 


enclosed. Attention getter. 


ANSWERS TO PUZZLES ON 
PAGE 9 


1. The boys actually paid $8.33 1/3 each 
for the car and were cheated out of their 
change of 66 2/3c each, which made up 
the $27. The other $3 they got back. 2. 
Three. 3. Six. 
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WHAT'S THIS? 


REPORTER R. A. CHILDERS, General Manager 
of Sales, Southern States Iron Roofing 
Company, Savannah, Georgia, noticed an 
ad in American Business offering to sell 
envelopes at a “bargain” price. He wrote 
and asked for a bid on 750,000 penny-saver 
envelopes of definite specifications. 


He received this answer: 
Thanks, for your inquiry of the 26th. 


Sorry, but we would not care to quote on 
the envelopes you require. 


This is perhaps the ultimate depth to 
which salesmanship may fall. 


BIG DIRECT MAIL PROGRAM 


HERE 18S HOW the Georgia Power Company, 
Atlanta, Georgia tells its sales department 
about coming campaign . . . in September 
13th issue of Sales Log—4 page, 8%” x 
11” internal house magazine. 


BIG DIRECT MAIL PROGRAM 
TO AID SALESMEN: 


The most intensive direct mail advertis- 
ing campaigns ever conducted by the Com- 
pany are being prepared. They will begin 
before the end of this month and continue 
through the fall. The campaigns will be 
directed to prospects for commercial light- 
ing and residential lighting, and to rural 
prospects for all types of load-building ap- 
pliances. The mailings are being planned 
to be of most benefit to the regular sales 
staff in rounding up merchandise busifess. 
They should do this by influencing our 
customers to get additional appliances and 
equipment with which to use the “free elec- 
tricity” to which they’re entitled under the 
new inducement rates. Sales Log will bring 
you more details about these direct-mail 
load-building campaigns very soon. 


ANOTHER TRICK CONVEN- 
TION ANNOUNCEMENT 


FOR NINTH ANNUAL Mutual Insurance Ad- 
Sales Conference (Stevens Hotel, Chicago, 
October 2, 3 and 4) attendance promotion 
committee used over-sized wood-grained 
laminated blotter, measuring 11” wide x 
4%," high. Attached to rear of blotter and 
easily tear-offable was an accordian folder 
(opening to 7” wide by 25” long). Pictures 
of prominent speakers—highlights, etc. 
Good stuff. Reported by David W. Sperry, 
divisional advertising manager, Federal 
Hardware & Implement Mutuals, Owatonna, 
Minnesota. 
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1. Number of jobs wasting paper: 
72% of the printed pieces wasted paper. 
35% wasted up to 10% of the paper. 
37% wasted 10% or more of the paper. 
14% wasted 20% or more of the paper. 
% wasted 30% or more of the paper. 
% wasted 40% or more of the paper. 


2. Waste of paper by length of run: 
Short runs 82% wasted paper, 45% of them wasting 10% or more. 
Medium runs 77% wasted paper, 44% of them wasting 10% or more. 
Long runs 49% wasted paper, 16% of them wasting 10% or more. 


(Short—10M or less; Medium—10M-50M; Long—over 50M) 


3. Waste of paper in standard and special sizes: 
84% of the jobs were printed from standard stock—-76% wasted paper, 43% 
of them wasting 10% or more. 
16% of the jobs were printed from special stock—57% wasted paper, 18% of 
them wasting 10% or more. 


4. Waste in press operation: 

Press sheets were figured as efficient in relation to the printing area of the press 

as follows: 
Sheets covering over 80% of the printing area—GOOD; sheets 
covering 65% to 80% of the printing area—F AIR; sheets covering 
50% to 65% of the printing area POOR; and sheets covering 
Under 50%. 

Only 48% of all jobs were Good in press efficiency. 
20% of all jobs were Fair in press efficiency. 
13% of all jobs were Poor in press efficiency. 
19% of all jobs were Under 50% in press efficiency. 


5. Press efficiency by length of run: 
In short runs, 47% Good, 17% Fair, 9% Poor, 27% under 50%. 
In medium runs, 45% Good, 20% Fair, 16% Poor, 19% Under 50%. 
In Jong runs, 58% Good, 239% Fair, 12% Poor, 7% Under 50%. 


IT’S A SHAME 


Because this item focuses attention on a cancer spot in direct mail 
we are glad to reproduce the following complaint from HI-LITES, bulletin 
of the Graphic Arts Association, Baltimore, Maryland. 


- 
BIDS 

A member of one of the Graphic Arts supply groups recently reported that he had been 

requested for bids from 8 printers on a single customer’s order. The order was of fair size, 


and there is no assurance but that another 8 or 10 or 15 printers may also have been requested 
for bids. 

The Industry is unquestionably the ‘‘goat’’ in transactions of this kind. Not onlv have 
8 or 10 printers spent hours of their own time and of the supply trade’s time in estimating the 
iob, but also the work is almost certain to go to the printer and the supply house who make 
the biggest mistakes, who are most willing to chisel, or who just plain don’t know what the 
job will cost. 

While the customer will undoubtedly get the benefit of a price below cost of production in 
this instance, it is he and other customers who must. eventually pay for the economic loss 
involved. Sooner or later this type of customer will destroy his sources of supply and will be 
forced to pay the increased costs which he has imposed upon other printers by his methods. 

But who is to blame? We are told that in this particular instance printers themselves 
have destroyed the confidence of a good customer by insisting upon price cutting tactics against 
the printer who charged a fair and equitable price for the services rendered over a long period 
of years. 

Cases similar to this, multiplied by thousands are largely at the root of the troubles of 
the Printing Industry. Genuine service, efficient manufacturing, known cost, and a reasonable 
profit are the elements of good printing management. Bidding below cost for the mere sake 
of volume and multiple estimating have seldom paid dividends. 


Reporter's Note: Its the wrong way to buy printing. Get a couple of 
good printers who like you and your work—and who you can like. Stick to 
them as long as they stick to you. 
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tees weeks ago you said I 
was chained down like a galley 
slave. Maybe you were right. But 
hang it, I just couldn’t get out of the 
rut! Almost every day I was snowed 
under with a million and one de- 
tails. Busy as a bluebottle fly. The 
moment I’d get my secretary all set 
for dictation, the boss would send 
for me. Things I was supposed to 
remember kept getting lost in the 
shuffle. My secretary even made a 
nasty crack about spending half the 
day in my office waiting to take dic- 
tation. 
“Presto! Chango! Now that we 
have the Ediphone, everything’s dif- 
ferent. You wouldn't recognize my 


desk. But don’t get the idea Edi- 


SAY IT TO THE 


di 


EDISON 


— 
— . 





phone Voice Writing is just good for 
taking letters. [t helps with almost 
every detail that comes up—and it’s 
as easy to use as the telephone. 
Things don’t pile up because I put 
them on the Ediphone as fast as they 
arise. | haven’t made any bad mem- 
ory slips—or lost any good ideas. My 
Ediphone remembers for me. No 
more working after 5 for me or my 
secretary. Man, you'd better look 
into the Ediphone yourself.” 
“ “ “ 


An Ediphone permits you to handle in- 
structions, memos, inquiries, letters, re- 
minder-dates instantly...increases your 
personal business capacity 20% to 50%. 
Investigate! Telephone the Ediphone, your 
city, or write Dept. R9, Thomas A. Edison, 
Inc., West Orange, N. J. 
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DON’T MISUNDERSTAND 


YOUR ARTICLE, “Don’t Waste Money” in the 
August Reporter (page 9) objects to 
the use of an engraved letterhead with a 
multigraphed letter, perhaps partly _ be- 
cause the letter had neither a fill-in nor a 
heading. 


We trust that this does not mean that 
you feel that it is a waste of money to 
use engraved letterheads for multigraphed 
or other form letters. We use a great many 
such letters ourselves and try to sell them 
to our customers as much as possible. I 
have seen many such letters and _ believe 
that the extra cost of engraving (which is 
sometimes very slight) is more than re- 
paid by the better impression made by en- 
graving. For example, the business and 
financial services, who do a very large 
amount of direct mail selling, are large 
users of engraved stationery, much of which 
is sent out without a fill-in. 


As makers of engraved letterheads, we 
are of course pleased that you have a high 
regard for engraving. However, we hope 
that you do not feel that an engraved let- 
terhead cannot pay for itself in dollars and 
cents of increased return. 


This is somewhat aside from the main 
theme of your article, which I agree with. 


Ivan S. Siegrist 
Siegrist Engraving Company 
Kansas City, Missouri 


Reporter's Note: Read article again. We 
objected only to the misuse of a beautifully 
engraved letterhead. A good letterhead is 
usually worth all that it costs—but it is 
ridiculous to use an engraved letterhead on 
100% rag paper when the plan is sense- 
less; the copy soul-less; and the processing 
a smeary mess. As mentioned before, your 
reporter likes quality perhaps too well— 
but the quality should be measured or pat- 
terned to suit the job. 


MOST PUBLISHERS LIKE 
DIRECT MAIL 


I ENJOYED “Dear, Dear, Mr. Dear.” We ob- 
tain most of our circulation by mail at a 
cost which enables our department to earn 
a very nice profit. I think that publishers 
who use direct mail in their own businesses 
will not agree with “The Jersey Journal’s” 
editorial. 


Harold P. Preston 
The Journal of Commerce 


New York, N. Y. 
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HELL FROM HELEN 


RECENT ISSUE of New Yorker had a witty 
article about the wife whose husband re- 
ceived (at home) simulated hand written 
letter written on feminine stationery .. . 
as follows: 


Dear John: 


Naturally I am glad to be home again, 
however the trip was fine and the Fair the 
greatest show ever. 


The name of the New York hotel I prom- 
ised to tell you about is the Hotel _L——. 
The suite that I had was way up high on a 
corner, three enormous rooms and kitchen- 
ette, only fifteen dollars a day, too. Next 
time I am going to take Donald, and will 
plan to stay for several months. 


Tell Sam hello for me. 
As ever, 


Helen. 


The wife worried about it all day—and 
greeted her evening-arriving husband with 
“Who in Hell is Helen.” 


The husband’s answer: 


“Thats the brain child of some bright 
young publicity man who apparently spends 
half his days devising new methods of lur- 
ing me to the Hotel L——.” 


The wife’s reaction: 


“I haven't a thing against the hotel, really 
— it’s probably a delightful place—but Id 
like to say a few words to that bright young 
man of theirs. I'd like to warn him that 
one of these days he’s going to pick the 
wrong man for Helen to write to, a man 
with one of those excitable wives, the kind 
who brood over what they read in their 
husbands letters and who jump to conclu- 
sions. All women are not necessarily cool 
and dispassionate the way Helen and I are, 
and besides. ... 


Or maybe I'd better just write him a let- 
ter, a gay, casual little letter, addressed to 
his home.” 


Wonder if George Rumage of Instructor 
Magazine has had similar trouble with his 
series of hand written Post Cards from 
“Helen.” 


IT’S IN THE BAG 


ANOTHER recent R.K.O. mailing was a book- 
let called “A Recipe for S. R. O.” adver- 
tising Ginger Rogers, new picture “Fifth 
Avenue Girl.” It arrived in a cloth bag 
stenciled with our title above—with ad- 
dressed tag attached. Good work. 
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TWO QUESTIONS 


ONE: 


I understand one may expect a minimum of 2% returns from a raw list 
mailing on a useful priced right article. I also understand there should be 
2 follow up letters and that 80% of all orders received click from the third 
letter. Now is one to expect 2% from each of the three letters or 2% of the 
list mailed to? A $4.75 item having a 500% mark-up resulting in 2% returns 
from a three letter mailing campaign at the minimum cost of $30.00 per M. 
will not pay for itself. Do I misunderstand the statistical experiences I’ve 
read of—or are the writers off the track? 

HARRY L. DEYOUNG, 
The Record-O-Fax Company, 
Grand Rapids, Michigan. 


ANSWER: You are either kidding your reporter or the statisticians have 
kidded you. Read Facts of Life article in our July report. There is too much 
hokum printed about mail order (that’s what you are talking about). The 
2% figure is myth. Some mail order campaigns have to depend on a lot 
less. Some get a lot more. Some mail order propositions (in fact, most of 
them) cannot use follow-ups. Direct Mail (including mail order) is a big 
subject. Don’t confuse experiences in inquiry-getting with expectations on 
straight mail order appeals. Any “expert” who tries to promise you statis- 
tical results is . . . no expert. 


ANOTHER QUESTION: 


In appealing to industrial buyers which is more successful—a booklet 
or folder with good art work on cover or one attractive but confining itself 
to straight type and illustrations and factual material along with selling copy? 


R. G. D. ANDERSON, 
Curtis Lighting of Canada, Ltd., 


Toronto, Ontario, Canada. 


ANSWER: That’s another nearly unanswerable question. Depends on 
type of business and purpose of piece. We could present fifty experts who 
could argue on either side of the question. Art work and pictures should be 
used (1) to get favorable attention and (2) to make your story clear. Show- 
manship is essential when you must fight for attention. Factual, conventional 
material is satisfactory when you are certain of attention. But even then you 
may be wrong. Best rule: make every selling piece you issue as attractively 
compelling as you can. 


PERCENTAGE OF COMPLAINTS 


In the June “Reporter”, you asked for figures in percentages of adjust- 
ments to total number of shipments by mail order firms, in these categories: 


]. Percentage of complaints received about items which arrive in broken con- 
dition. 


2. Percentage of complaints received where there is a shortage in the items received. 


3. Percentage of complaints received where wrong size, color or material was 
shipped. 


4. Percentage of complaints received where customer ordered wrong merchandise 
and now wants to return it for another size, color, shape, etc. 
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At Home in VASTINGUISHED Company 


* Even with a modest budget for printed material, you can 
get distinguished effects—by specifying the versatile Red Lion Text. 


If you are unacquainted with Red Lion Text, by all means examine 
a sample sheet now. Observe its interesting texture and even forma- 
tion; its strength and excellent folding qualities; and notice the 
surface. Red Lion Text is suitable for letterpress, offset lithography 
or gravure. It is made in six clean, usable colors. 


Sample sheets or a sample book showing Red Lion Text will be sup- 


plied gladly on request to your paper source, or write to Rising Paper 
Company, Housatonic, Massachusetts. 


* Rising also makes Olde Quill Deckledge and Intralace 

for modern advertising use, as well as a comprehensive 

R I ss I N (, range of Bonds, Writings, Ledgers, Indexes and Wedding 
Papers and Bristols. 
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Where Else Can You Buy 
LETTE 4 at EA 0 S Like this 
for $f 24 Thousand ! 


No matter where you are located, you can now enjoy 
mass producticn prices on lithographed letterheads and 
genuine offset printing. 


Send a Sample of 
Your Letterhead 


for prices: or tet our famous ‘‘Letterhead Clinic’’ 
submit a new and modernized design—FREE! 











Mail your request for folder of famous letterheads 
we've designed or lithographed. Send your own letter- 
head for an all-time low price quotation on quality 
work. Or, ask our Art Staff (The Letterhead Clinic) 
to give you suggestions—FREE of charge—on a new 
and modern design for your old letterhead. Mail your 
request and your sample letterhead——NOW! Use the 
coupon, if you prefer. It is easy to ‘‘check’’ and mail. 










COLORFUL XMAS 
LETTERHEADS 


to imprint with your 
own greeting. 


2 Designs — Actual sam- 
ples sent FREE. Fac- 
simile messages reproduced. 
Send coupon for folder includ- 
ing suggestions for texts and 
treatments. Buy quantity of 
100 or more at our mass 
production prices. 











Universal Litho & Stationery Co., Dept. 29, 
431! Diversey Ave., Chicago, tll. 
Please send the material I have checked below, with 
prices and samples of stock. 
Folder of 28 samples of Colorful Christmas Letter- 
heads with suggestions for business greetings, and 
prices in quantities from 100° up. 
Enclosed is our present letterhead. Quote prices 
NE re ne er ee ee pera 
Have vour Clinic submit suggestions without 
charge or obligation on the enclosed letterhead. 


Name . > e oe peeeannvneeseceeseeneneeeeeeeeeee® 
Adadre-- — reer rT tte 


cit , — Seer 
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5. Percentage of complaints received where customer complains about quality of 
merchandise not being up to his expectations. 


Obviously such data are too individualized and competitive for either 
publication or accurate statistical comparison. These are the two reasons. 
and only reasons, why they are not available. 


I can give you, however, a rule-of-thumb to follow if you know the 
approximate total in round numbers of the catalog distribution of any given 
firm of any given year, that answers your points in general as to the per- 
centage of complaints for all five items, although naturally it will not yield 
the break-down you wanted. Here is the rule-of-thumb: 


1. For each 1000 catalogs distributed, 9% of goods returned ; 

2. Of this 9%, one-half or 4.5% can be adjusted by exchange; 

3. The other half will call for refund to customer. on basis that customer is always 
right and refund is automatic ; 


4. Complaints, without return of goods, will avcrage about 2.5%. this two-and-one- 
a - 
half percent being usually adjusted by correspondence. 


As an interesting detail, you can estimate that each 1000 catalogs will 
produce approximately $488.00 in Postal revenue for the Post Office Depart- 
ment, since every transaction is by mail and the mail in turn is an immediate 
result of expert Direct Advertising. 


THOMAS QUINN BEESLEY, 
Executive Vice-President and Ass. Treasurer. 
National Council of Business Mail Users. Inc.. 


Washington, D. C. 


Reporter's Note: Our thanks to newly wedded T. Q. B. for supplying 
figures difficult to obtain. Whoever asked this lu-lu question originally 
please note. 


IDEAS CAN BE ADAPTED 


We hasten to remit our check for our renewal to The Reporter. Would have sent 
this sooner but we got so many good ideas from your magazine that we haven’t had time 
to even breathe all summer during the tourist business. 


In your April 1939 issue on page 19 you had a story about a Police Ticket adv. 
deal. We tried it out here this summer and our business increased 100%. The results 
were unbelievable. 


First we tried a green sticker which was attached to 20,000 booklets, maps and so 
forth and placed in cafes, hotels and tourist camps. Results less than 5%, although 
we even offered $1.00 to the driver of the first car from each state. We then tried a 
courtesy card. It worked if the cafe man handed it to a tourist and recommended us. 
Then last we tried the RED TAG and it did work, very effectively, thanks to you. 


FRED K. LEGLER, Tourist Information Manager, 
Chamberlain Community Club, Chamberlain, South Dakota. 
Reporter's Note: In case you don’t remember the April story: it told 
about police tags attached to tourist cars by Sanders D. Williams, Chief of 
Police, Maryville, Tennessee, reading 
HELLO FOLKS 
You're TAGGED 
But it is just to let you know we notice you, and appreciate your coming to see 
us. Hope you will enjoy Maryville, the National Park and East Tennessee. 
The Latch String is Out. 


(Continued on Page Twenty) 
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largest paper markets. 


QUALITY PAPERS MADE BY 
GLATFELTER 


Uncoated Books 
Bulking Book 
Label 
Lining 
Sulphite Bonds 
Mimeographs 
Duplicator 
Offset 
Envelope 
Tablet 
Drawing 
Gumming 
Coating Base Stock 
Carbonizing 
Waxing 
Specialties 


v 


Paper Manufacturers since 1864 


Spring Grove, Pa. 


P. H. 


QRS 


GLATFELTER CO. 
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GET PAYMENT 
WITH ORDERS! 
USE ORDER -VELOPES! 


The one unit order blank and envelope 
with a completely formed envelope 
pocket that carries checks, money 
orders, currency and coins in perfect 
safety. 


INSIDE VIEW OF ORDER-VELOPE SHOWING 
ORDER FORM COPY AREA AND COMPLETELY 
FORMED ENVELOPE POCKET. 


BACK VIEW OF ORDER- 
VELOPE AFTER MAKING 
ONE FOLD. 








ORDER-VELOPE COMPLETELY 
FOLDED, READY FOR MAILING 
ORDER AND REMITTANCE. 


Use the new ORDER-VELOPE as an 
enclosure in direct mail, as an invoice 
or statement enclosure, as a package 
enclosure, as an enclosure in catalogs, 
books, broadsides, pamphlets, for 
counter distribution, and for every 
mail order effort that requests a 
return enclosure. 


Write for samples and prices today! 


THE SAWDON COMPARY, Inc. 


230 PARK AVE., NEW YORK, N. Y. 
MUrray Hill 6-1566 
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Fred Legler liked the idea but changed it. 
His green sticker was a customary welcome to city. 


His next step was a good (but customary) courtesy card. 


His third step worked because it carried out the basic idea of the Cham- 
berlain, South Dakota plan. It made visitor know he had been tagged with 
attention. Here is copy which was printed on red tag. 


HELLO FOLKS! 
You're TAGGED 


But it is to let you know we noticed you and appreciate your coming to see us. 
Our Black Hills Information Bureau at the Camera Shop has free travel literature and 
authentic information for you. The latch string is out. 


APPEALS MUST BE SINCERE 


Here is copy of well filled-in multigraphed letter, produced on excel- 
lently illustrated four page letterhead . . . issued by a hotel within 28 electric 
train minutes of Times Square. It was signed by the general manager. 


Dear Mrs. Bogue: 


Have you ever lost a friend or a good business account without knowing the reason 
why? 

Since becoming manager of The Gramatan a couple of months ago, one of the first 
things I did was to attempt to learn why some of our most valued guests had not 
returned. Many such cases were easy to solve, but yours really has me puzzled. 

Improvements in all departments have already been made. Our old guests tell us 
that our food now is the best they have ever enjoyed. There are new mattresses, a 
new popular-priced Grill, where we are now featuring Hal and Nino, world-famous twin 
pianists, and many other improvements which help to make our guests more comfortable 
and happy. 


Won't you be good enough to use the margin of this letter and the self-addressed 
envelope to tell us why we have not had you with us for so long? 


Perhaps you are planning a trip ito New York and the Fair. If so, we would 
consider it a special privilege to serve you. 


Here is the 100% correct analysis of the letter received by your reporter 
from Gladys F. Bogue of the Bogue-Buffalo Pencil Company, Yonkers, New 
York: 


Today I received the enclosed letter, which I think is plenty dumb. 
The folder is attractive and good looking, but consider the letter! 


First they tell me that some of their most valued guests have left them. I hadn’t 
known it, but it certainly wouldn’t increase my desire to return myself. 


Then they say that my case has them puzzled. This doesn’t make sense because I 
know that they haven’t done any actual research on why I haven't stayed at the 
Gramatan lately. I know also that if they took the trouble to consult their records, 
they would discover that I stayed at their hotel overnight as the guest of an organization 
who were holding a dinner there, and not at all of my own volition. 


And finally, can you imagine that a letter addressed to someone in New York City 
should end with a paragraph suggesting a contemplated trip to New York and the 
World’s Fair? 

I feel like writing on the margin, as they suggest, and saying—‘How about changing 
managers again?” 


Sincerity is the first essential of all letters . . . but especially so in letters 
seeking to regain old customers. 
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Whether your “goal” is inquiries or sales, Polychrome is a colorful player 
that can carry your advertising ball for touchdowns against strong competition, 
It can give your catalog, booklet or folder higher attention value . . . greater 
individuality . . . and create a colorful atmosphere to harmonize with your 

n’t product . . . at low cost. 
Polychrome is equally suitable for letterpress or offset. It comes in several colors 

I especially appropriate right now for your fall advertising. Write for free Idea 

he Portfolio containing interesting printed samples and layout sheets in all colors. 
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THE APPLETON COATED PAPER COMPANY 
9009 Wisconsin Ave. Appleton, Wisconsin 
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Tie Your Mail on the Bunn 
Package Tying Machine 


@ Ties 20 to 30 Packages per minute. 


@ Ties all sizes tightly—no adjust- 
ments. 


@ Equals four hand tie-ers. 
@ Meets Postal Regulations. 


@ Makes a single wrap long way, 
double wrap the short way, cross- 
ing twine underneath package. 


W rite 
: For Our 
Free Trial 
on Offer 








See the BUNN 
Exhibit at the 
Graphic Art 
Show, 
sooth 2238- 
and also at the 
Direct Mail 
Center 


B. H. BUNN CO. 


7607 VINCENNES AVENUE 
CHICAGO. ILL. 











Mc GRAW -HILI 


DIRECT MAIL 


RIGHT NOW 


IS THE TIME TO MAKE YOUR 
MAILINGS — OVER LIVE LISTS 
WITH KNOWN BUYING POWER 


* 





For the industrial and trade advertiser, 
selections can be made by functions, in- 
dustries, size, location, etc. Hundreds of the 
leading industrial marketers use these lists 
exclusively for their direct mail promotion, 
* 
Many of the outstanding mail selling or- 
ganizations have for years successfully used 
these lists which include only men with 
known responsible positions in business. 


* 


TO INCREASE YOUR MAIL 
ADVERTISING RESULTS 


phone or write 
DIRECT MAIL DIVISION 


McGraw-Hill Publishing Co., Inc. 


339 West 42nd Street, New York, N. Y. 
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THE “BEST” IDEA IN DIRECT MATL 


(Reports Worth Studying) 


We recently asked a few readers of The Reporter to tell us what idea 
in direct mail they had found most valuable in their own work. Here are a 
few briefed answers. 


(a) The fact that folder and letter pull better together than either one separately. 
(b) Request for information put in form and favor pulled 88.6% replies for us. 


R. G. D. ANDERSON, 


Curtis Lighting of Canada, Ltd., Toronto, Ontario, Canada. 
Another: 


(a) A follow up letter expressing personal interest in the customer—after the sale 
is made. It makes the relation a “friendship in business” and brings the “repeat” 
business. 

HARRY L. DE YOUNG, 


The Record-O-Fax Company, Grand Rapids, Michigan. 


Illustrated Letters: 


Illustrated letters—that is letters with colored cartoons have been the most suc- 
cessful pull-ins we’ve had anything to do with. . . . They’ve built business for both our- 
selves and our clients. 

D. R. SNIDER, 


Taylor & Company, Inc., Portland, Oregon. 


Gold fish by mail: 


Here are a few things that we’ve found helpful in selling Better Goldfish by mail. 


Most important—-Continuity. A letter twice each month to every known dealer 
west of the Mississippi to the Rockies, South of the Ohio, and from the Gulf to Canada. 
This has been carried out faithfully since February 1, 1938. 


Second—Being friendly and dropping most of the “buy now” technique. While 
we use Jack Carr’s copy entirely for letters—in fact—a letter, price list and return 
envelope is the extent of our advertising, the many comments by dealers and prospects 
saying that all of our letters get first attention proves that it is effective. When visiting 
customers, I see our letters pinned to calendars, some thumb tacked to the wall, on 
the cash registers, etc. We get many requests for extra copies so our customer can 
mail them to friends. Another proof of effectiveness—after a testimonial letter goes out 
—we’re flooded for several days with clever letters just “begging” to be used on a future 
mailing. 


Our order blank has always been 81 x 11 inch. For several years, we used a 64 
Business Reply Envelope. About two years ago we switched to a No. 9. The order 
blanks will fit with an ordinary three fold. Returns increased. Reason for the switch— 
many customers kept asking why we didn’t make an order blank to fit our envelope. 
We made the envelope to fit the order blank. The No. 9 saves money in the long run— 
in the opening of mail and unfolding. Saves cutting of checks, orders, etc., with openers. 


Another thing we’ve found helpful is the answering of complaints and making 
adjustments by special delivery mail. The extra dime for postage is worth many hundreds 
of dollars annually as it saves customers, especially new accounts, 


We send with each invoice of Ozark Goldfish a report card inviting comments or 
complaints. We get good returns on this card. When we first started using them the 
idea was to catch losses immediately. Instead of getting complaints, most of them were 
complimentary. We then used these returned cards as direct testimonial and order 
getting pieces. We send one of these returned cards to a prospect in a nearby city to 
show him what a neighboring merchant thinks. 


R. M. CRAMER, Sales Manager, 


Ozark Fisheries, Inc., Stoutland, Missouri. 


Reporter's Note: The Reporter will become of more and more value .. . 
if readers will use it for “round table” discussions. Send us your ideas. 
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THE VERSATILE VARI-TYPER 
HAS UNLIMITED USES 


Pictured on this page are only five of the current good examples of 
VARI-TY PER—produced required printing. One is a chart; one an office 
form; two are house organs—and there is a cost schedule in Spanish. These 
specimens show just a few of the versatile possibilities of the VARI-TYPER— 
the composing typewriter. 

The VARI-TYPER is being used for price lists, catalogues, specification 


sheets, time-tables, sales letters, bulletins, office forms, house organs, school 
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papers, statistical and survey forms . even the manufacturer of VARI- 
TYPER is having a hard time keeping track of all new uses. But to find 
what VARI-TYPER will do for you, tell The Ralph C. Coxhead Corporation 
your printing problems. They'll send you, without cost, VARI-TYPE speci- 
mens which show how VARI-TYPE gives your printing an added lift. 

The Spanish case illustrated above brings up an interesting point. There 
are more than 300 type faces available for the VARI-TYPER. About 80 
of these are for foreign languages. Imagine your saving with VARI-TYPER 
when you can change from one to another type face—with the twist of a 
wrist. In case you don’t know—here is a— 


DESCRIPTION OF VARI-TYPER 


The VARI-TYPER has the same keyboard and most of the general char- 
acteristics of the ordinary standard typewriter. But the type for the VARI- 
TYPER can be changed instantly. The spacing between the letters and 
between the lines can be changed with equal rapidity. 

A circular device, 3 inches in diameter, between the ribbon spools holds 
two type segments. Operator changes from one to another at will. New 
type segments are inserted by pressing a button, removing plate and sub- 
stituting desired face. It is that simple. The stroke (from keys) is con- 
trolled electrically so that all characters are clear and equal, irrespective of 
touch of operator. 

The VARI-TYPER (with samples of its craftsmanship) is on display at 
the Direct Mail Center, New York. Any of the forty-three Coxhead distribu- 
tors will be glad to give free demonstrations. 








SUCCESS VIA POST 


RAYMOND C. MARTIN is one of the leaders 
in the Letter Service Industry. He is a 
past president of The Mail Advertising 
Service Association, International. He oper- 
ates the Albany Publicity Service, Inc. in 
Albany, N. Y. Some years ago he started 
a 16 page and cover 64%” x 8%” house 
magazine, (typewritten style). Two years 
ago he changed to Vari-type composition 
and is today producing what is fast becom- 
ing a nationally known house magazine... 
Via Post. It is quoted and praised fre- 
quently in national publications and at con- 
ventions. Compliments and requests for 
sample copies come to Ray Martin from all 
over the country ... and he gives Vari-type 
credit for much of the success of Via Post. 


SAVES $4,000 A YEAR 


s. P. QUINN, Vice President of Investographs 
Inc., Rochester, N. Y. writes Stuart Cox- 
head, (Treas. of R. C. Coxhead Corp.) that 
first year savings producing their charts 
by Vari-Typer will save about $4,000. In- 
vestographs Inc. supplies their customers 
with numerous complicated figured charts 
showing rise and fall of business. Formerly 
printers costs kited expenses. New 
savings are possible, plus headquarters’ su- 
pervision. Mr. Quinn’s letter is one of 
hundreds which prove that Vari-Typer saves 
without sacrificing accuracy or efficiency. 


TRAINING FOR EDITORS 


YOU VE SEEN the way kids look when they 
bring home their school paper . . . the paper 
they have helped to “get out.” The stu- 
dents at The Albert Leonard, Jr. High 
School. New Rochelle, N. Y., have an espe- 
cially brilliant gleam in their eye when 
thev show their parents “Highlights” 
daring them to find a single fault. 

“Highlights” is composed on Vari-Tvper 
by students . . . produced by offset. Gives 
student editors chance to watch their work 
from the idea to the reader. Many schools 
are adopting Vari-Type publications. They 
find it educational, practical and economi- 
cal. 

a 


TIMELINESS NECESSARY 


4 BUS COMPANY must furnish its public 
with time-tables—and those _ time-tables 
must be up-to-the-minute. Public Service 
(Coordinated Transport), Newark, N. J.. 
lives up to its name at all times. They 
have found that Vari-Type composition and 
offset production has given them greatest 
flexibility and economy in reproducing their 
time-tables. charts and schedules. Office 
forms and bulletins to emplovees are like- 
wise composed on the Vari-Typer. Would 
you like to see samples? 





MANUFACTURERS OF VARI-TYPER 








THIS PAGE IS A REPORTER-STYLE ADVERTISMENT OF THE : 
RALPH C. COXHEAD CORPORATION 


17 PARK PLACE, NEW YORK, N. Y. 


New 52 Page book of Vari-Type faces available without cost. Write for your copy today. 























— MERRY CHRISTMAS INSURANCE 
Oo want 
SUBSTANTIAL CHECKS Doug Thompson of Belnap & Thompson, Chicago, sends your reporter 


good stunt for pre-Christmas sales contest. Salesmen are sent a form which 
from addressing to YOUR LISTS? looks like insurance applications. He fills it out after reading the gift or 
prize catalog. At bottom of questionnaire (after name, address, beneficiaries, 



















Our Mass Mailer clients do not com- 


pete with you, but if YOU have sizable etc.) appear ten questions. Since they are clearly put . . . we reproduce 
responsive lists adapted to their needs them for “the class”. 


—THEY WILL PAY YOU WELL, 
through us, to address their empty pousemearcsane mrccrarmresoeat 

' YES! NO | /'YES| NO 
envelopes or stuffed mail. as | a di Renae 


| 


1. Are you physically able to put in | 7. Is your system free from such 


Register all facts EXCLUSIVELY with 8 hours a day at your present | poisonous and contagious germs | 
work ? | as “depression - itis,” “‘price- | 
MATL ORDER LIST snasipadenbenadneiacnaieiaia | | osis,” “alibi-itis,” “detail-neu- | 
saa@ 99 S6 want atic ”* ‘6 ,?? | 

HEAD Q UARTERS: 2. Are you mentally capable of tell- mage Seat-itis, lethargy 


or any other similar mailcious 
business-killing ailments com- 
mon among unsuccessful sales- 


ing a clear, understandable story 
about what you are selling? 


Since we cover the leading Mail Sellers 


. . . ra penne | men? 
intensively and work closely with them, 3. Are you big enough to take a So i ie a> ee A eae _ 
you will get maximum revenue by = eager tT it upset || 8. Have you a heart big enough 
registering EXCLUSIVELY with us. i | to make you want to work a 
ae = = , oes 1 little harder to make this Christ- 
Please rush counts by years and full 4. Are you heavy enough to meet | mas a merrier one for you and | 
: - biections that pros- yours: 
details today to Dept. R-10 the common objection: that pro yours 
pects may bring up: q———$ 
ee ee —— | §. Do your lungs function in such | 
M O S E L Y 5. Is your sight good enough to see | | a way that you breathe easier | 


an opportunity when it stares | | when you’ve put in an honest | 
_ E L E ( ] I V E L I S | you in the face? | | day’s work to reach your goal? | 


|| - - —_ 
S E R \ I C E . Have you overcome any symp- | 10. Have you got enough gall to | 





toms of “inferiority - complex” | ASK a prospect to buy. after | 
230 Congress St. Boston when face to face with a pros- 1] you've given him plenty of good 
pect ? | | reasons why he should? 


‘“MOSELY sends the CHECKS” selene en REC Sees Se 

































e e e INCREASE MAILING RETURNS 
Flaps seal all the way across making the 
envelopes appear like first class mail. This 
means more ‘‘reader openers’’ and more re- 
turns per dollar. 


e e e GUARANTEE POSTAGE SAVING 


Meet Post Office requirements for third class 
bulk mail. 


e @e e CUT DOWN STUFFING TIME 


Graceful throat construction speeds up 
insertions. 


Clip the Coupon and Mail Today! 


me cm reer mmm meme eee re ee ees 


CurrislQOBO Ine. 


342 Capitol Ave. 1000 University Ave. 1814 East 40th St. 
HARTFORD ST. PAUL CLEVELAND 
ws GENTLEMEN: Send us samples of THRIF TEE Envelopes and tell us more 


about increasing advertising returns. 
Name 
Firm 

Address 
































LETTER WRITING WEEK 


UNCLE SAM’S POST OFFICE has set aside the 
week of October 1-7, 1939, as NATIONAL 
LETTER WRITING WEEK. 


Letters 


the bond of scattered families: 


letters—the arrows to Cupid’s Bow; letters, 


if written by the millions, will keep us out 


of War, for the pen IS mightier than the 


sword. 


But letters have another power, when 


organized and on the march. They will bat- 


tle the popular cant of slang, that is con- 


taminating our spoken words until we are 


drifting toward inelegant speech, and too 


many of 
illiterate. 


us 


have taken 


a swing to the 


This we Can, and do. correct, when we 


write letters and strive for correct and re- 


fined English, as our pen attacks the rowdy- 


ism of crude speech. 


It is easy to write a letter, because letters 


are just ourselves. Dignity and refinement 


do not mean fancy phrases, as the simple, 


written words of Lincoln have taught us. 


Write thoughts just as they come to you. 


then they will be a part of YOU, and doubly 


precious to those you have remembered. 


But, particularly, are 


we interested in 


promoting pure speech among young Ameri- 


cans, and if you will join the movement, my 


dear teacher, by inducing every student to 


write one or more letters during LETTER 
WRITING WEEK, you will advance the 


cause of refined English. 


When the real Power of letters ine pro- 


moting pure speech is learned, every week 


will be LETTER WRITING WEEK. 


x % 


Reporter's Note: As stated, the P. O. De- 


partment 


Writing Week, starting October 1, but we 


IS 


celebrating 


National 


Letter 


got our notice from the above letter sent 


to School Teachers by that frequently men- 


tioned Postmaster Wm. Gupton of Nash- 


ville. Tennessee. 
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WE CAN HELP YOU TO GET BUSINESS 
IN THE SOUTH AMERICAN MARKET 


With South America cut off from 
European markets by the war, 
American manufacturers stand to 
benefit. 


This organization is prepared to 


help alert manufacturers open the 


door wide to their products in 
South America, by furnishing ac- 


curate, up-to-date trade and con- 
sumer mailing lists for the 
Southern Hemisphere. 


Tell us your South American 
marketing problem and we'll ad- 
vise you as to lists and mailing 
procedures we believe would 


prove helpful. 


ADVERTISERS MAILING SERVICE, inc. 


Kane-Kziernan Organization 


ALgonquin 4-6666 - 


NEW YORK. N. Y. 
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ACTUAL SIZE 
FULL-COLOR 
ILLUSTRATIONS 
. 
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NAME 





COMPANY 


e. e 
e uh believing Labels tell: Labels sell; Labels 
gen oo” “go places and do things.” This 


book shows you how. Get your copy today! It's Free! 


TITLE 








ADDRESS 





CITY AND STATE 





141-R E. 25th ST., NEW YORK, N. Y. 


Ever Ready LABEL Corp. 





MUrray Hill 4-4300 
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OIL TEST REPORT FROM 
NEW ZEALAND 


Here is a report of a mailing for the Shell Company of New Zealand, 
Limited, to selected motor owners offering a free booklet. It was sent to us 
by The L. T. Watkins Limited Direct Mail Advertising Service, P. O. Box 
77 Te Aro—Wellington and is reported by courtesy of Mr. H. H. Newton, 
Shell Advertising Manager. 


(Samples of mailing pieces were enclosed) 


10,438 
3,900—37.3% 


I a ah a i ll Bl 
Replies 


Test mailing enclosing an ordinary reply card instead of a business reply card. 


I a ah el A ae 1,000 
DE Gcccesderbeseaddeubtstdwedesenawendwens’henewin 299 29.9% 


To those replying four booklets are sent a month apart. They have been so accept- 
ble to motorists that the Shell Company has received literally scores of letters of 


cknowledgment—rather an unusual feature when compared with similar promotions. 


The wonderful percentage of replies was partly accounted for by the fact that these 
particular motor owners are not ordinarily contacted by oil companies in this way. 


Although the percentage from the test mailing was considerably lower, future mail- 
ings will include the ordinary reply card—the Shell Company’s view being that the 
booklets are so valuable that motor owners who go to the trouble of paying the postage 
are better entitled to them than those who have it made “too easy.” 


Reporter's Note: It was a good letter. Perhaps Shell is right. The lower 
percentage may give them better prospects in long run. 


NEW WRINKLE. We notice that L. T. Watkins Limited, sends out a 
blotter with a perforated memo pad stitched to right hand side. Good idea— 
and Ill use that blotter. 


REPORT ON CLOISTER BELLS 


Elizabeth G. Thompson, Director of Advertising, Sea Island Company, 
Sea Island, Georgia (operators of “The Cloister” Hotel), gives this inter- 
esting report of her work. 


9 


the Sea Island pictorial 
publication, is made to a list combining former guests and new lists. From a total of 
11.720 Bells sent November 1938 to this list, there was a net return of only 3.4%. Of 
2.025 packages of literature mailed to travel bureaus and other information points there 


In the late fall each year a mailing of “Cloister Bells, 


was a return of only ten, less than % of 1%. 


Form letters sent out during the early winter season totalled 11,170, with a little 
more than 14 of 1% return on this mailing. 


Letters in this group sent to former guests at The Cloister and at the Sea Island 
Hunting Lodge were written on an automatic typewriter, while those sent to 6,400 
pro pects were multigraphed and carefully filled. 


On the mailing for the summer season in May, almost as good a record was made. 
Of the 5,200 “Cloister Bells” sent out to guests and prospects there was a 3.4% return, 
while of the 4,405 form letters there was a return of only 1.29%. 


On the “Cloister Bells” envelopes the following request has supplied many changed 
addresses, keeping the files up to date: “RETURN POSTAGE GUARANTEED” POST- 
\IASTER: If Addressee has moved, notify sender on Form 3547, postage for which 
is guaranteed.” 











TIN PAPERS 


To Reduce 
MAILING 
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Ideal for Air Mail, Branch 
Office and Foreign 
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SEND FOR SAMPLES 


ESLEECK 


AE Wanvbe-Voiabb abate ml Otoycch ol baby 


Turners Falls, Mass. 


A Salute to the 


FIFTY DIRECT MAIL LEADERS OF 1939 


Board of Judges, consisting of: PROFESSOR KENNETH DAMERON, Professor of 
Marketing, Ohio State University; Dr. PauL H. Nystrom, Professor of Marketing, 
Columbia University; C. B. LARRABEE, Managing Editor, Printers’ Ink; S. H. 
GIELLERUP, Vice-President, Marschalk & Pratt, Inc., and L. RoHE WALTER, Adver- 
tising Manager, The Flintkote Company, announce the winners in the 1939 Contest. 


Abbott Laboratories, North Chicago, Illinois 

Aetna Life Insurance Company, Hartford, Connecticut 
American Airlines, Inc., Chicago, Illinois 

American Bemberg Corporation, New York, N. Y. 
Austenal Laboratories, Inc., Chicago, Illinois 

Bankers Life Company, Des Moines, lowa 

Bausch & Lomb Optical Company, Rochester, New York 
George A. Breon & Company, Inc., Kansas City, Missouri 
The Broadway-Hollywood Department Store, Hollywood, California 
Carey Salt Company, Hutchinson, Kansas 

Carter Chickery Company, Eldorado, Illinois 

J. W. Carter Company, Nashville, Tennessee 

Caterpillar Tractor Company, Peoria, Illinois 


The Central Manufacturers’ Mutual Insurance Company, Van 
Wert. Ohio 


Ciba Pharmaceutical Products, Inc., Summit, New Jersey 
Consolidated Edison Company of New York, Inc., New York, N. Y. 
Creamery Package Manufacturing Company, Chicago, Illinois 
Duplex Envelope Company, Richmond, Virginia 

The Goodall Company, Cincinnati, Ohio 

The M. A. Hanna Company, Philadelphia, Pennsylvania 
Hardware Mutual Casualty Company, Stevens Point, Wisconsin 
Hercules Powder Company, Wilmington, Delaware 


Hotel Jefferson, St. Louis, Missouri 


The Instructor Magazine, New York, N. Y. 
Iron Fireman Manufacturing Company, Cleveland, Ohio 
Kimball Laundry Company, Omaha, Nebraska 


Lane Publishing Company (Sunset Magazine), San Francisco, 
California 


MacNeil and Moore, Milwaukee, Wisconsin 

McGraw Hill Publishing Company, Inc., New York, N. Y. 
Merck & Company, Inc., New York, N. Y. 

Mutual Broadcasting System, Inc., New York, N. Y. 

National Broadcasting Company, Chicago, Illinois 

National Broadcasting Company, New York, N. Y. 

National Broadcasting Company, Washington, D. C. 

The National Cash Register Company, Dayton, Ohio 

New Orleans Jewish Welfare Fund, New Orleans, Louisiana 
Northern Electric Company of Canada, Montreal, Quebec, Canada 
Northmont Hosiery Corporation, Reading, Pennsylvania 

The Oklahoma Publishing Company, Oklahoma City, Oklahoma 
The Postage Meter Company, Stamford, Connecticut 

R K O Radio Pictures, Inc., New York, N. Y. 

Railway Express Agency, Inc., New York, N. Y. 

Remington Arms Company, Inc., Bridgeport, Connecticut 

Shell Oil Company, Inc., New York, N. Y. 

B. F. Sturtevant Company, Boston, Massachusetts 


Sugar Beet Products Company, Saginaw (W.S.), Michigan 





In addition, the Judges awarded the following prizes: 


1. The PRESIDENT’S CUP—by L. Rohe Walter, President of 
the Direct Mail Advertising Association, Inc., and Advertising 
Manager of The Flintkote Company, New York, N. Y. 


For: “The Most Outstanding Manufacturer’s Direct Mail Cam- 
paign of Jobber, Dealer, Corsumer Promotion.” 


To: Server, Inc... Evansville, Indiana. 


2. EFFECTIVE LETTERS CUP—by Arthur W. Theiss, Chair- 
man of DMAA Membership Committee, and Sales Promotion 
Manager of The Ohio National Life Insurance Company, Cincin- 
nati, Ohio. 


For: “Achievement Through the Use of a Letter Campaign.” 


To: Casin CREEK CONSOLIDATED SALES COMPANY, Cincinnati, 


Ohio. 


3. The CURTIS 1000, INC. CUP—by J. B. Howard, Sales Pro- 
motion Manager and Treasurer of Curtis 1000, Inc., Hartford, 
Connecticut. 


For: “Most Effective Use of Envelopes as a Promotional Feature 
in a Direct Mail Campaign.” 


To: Foop Inpustries, New York, N. Y. 


4. The REPORTER CUP—by Henry Hoke, Editor of The Re. 
porter with Postage and The Mailbag, New York, N. Y. 


For: “The Most Effective Use of Good Showmanship in a Direct 
Mail Campaign.” 


To: THe PuiLrapeLtpuiA Recorp, Philadelphia, Pennsylvania. 


These campaigns will soon be on display at the Direct Matt CENTER. 
Summaries of campaigns will be in later issue of The Reporter. 








